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SUNDAY ALCOHOL SALES AND EXPANDED COLD BEER SALES:
WHY CONNECTICUT CANNOT AFFORD THIS “CONVENIENCE”

As the Connecticut State Legislature considers allowing statewide alcoholic beverage sales on
Sundays and the sale of cold beer at grocery and convenience stores, the arguments in favor of
such sales focused heavily on two points: -
1. Sunday alcohol sales and expanded cold-beer sales will be more convenient for
consumers; and 7 :
2. Sunday alcohol sales and expanded cold-beer sales will bring economic gain to owners of
grocery and convenjence stores that self such products.

The Connecticut Coalition to Stop Underage Drinking strongly believes that these reasons do
not justify statewide Sunday sales of alcohol. :

The “convenience” of Sunday alcohol sales and expanded cold-beer sales comes at a cost ~
one that the citizens of Connecticut and the state itself simply cannot afford. And any economic
gains made by one segment of the marketplace - if such gains would materialize — would be
offset by the economic losses that would occur on a much greater scale and affect a much
larger number of individuals as the result of alcohol-reiated crashes, law enforcement costs,
social services, medical care, work loss and other issues related fo alcoho! abuse.

In fact, the State of Connecticut cannot handle the social and economic challenges that

already exist as a direct result of alcohol abuse. Increasing the availabifity of alcohol —a
controlled and regulated substance, not an ordinary grocery or convenience-store product such
as milk or bread — by allowing Sunday sales and expanded “ready-to-drink” cold beer sales
would only add additional burdens to systems and services already struggling to deal with these
problems.

Let's examine exactly who would be “convenienced” by Sunday alcoho! sales and expanded
cold-beer sales: _
Sunday sales of aicoholic beverages and expanded cold-beer sales would be more
convenient for underage drinkers.
. Connecticut already has a problem with underage drinking. Approximately 157,000
underage youth in Connecticut drink each year. in 2005, underage drinkers consumed
16.2% of all alcohol sold in Connecticut, totaling $325 million in sales. These sales
provided profits of $157 million to the alcohol industry. That's higher than nationwide
rates, which show that underage drinkers consume about 11 percent of the alcohol
purchased. (Miller, TR, Levy, DT, Spicer, 88, & Taylor, DM. (2006} Societal coste of underage drinking Journal of
Studies on Alcohol, 67(4) 519-628) .
« In CT, off premise establishments that most frequently are cited for sales of alcohol to
minors are grocery stores and convenience Stores. (Governor's Prevention Partnership, 2010).
. Underage drinking cost the citizens of Connecticut $621 million in 2005. These costs
include medical care, work loss, and pain and suffering associated with the multiple

problems resufting from the use of alcohol by youth. (Pacific Institute for Research and Evaluation
(PIRE), October 2006.} ‘
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5‘»}7“7%3’ translates to'a cost of $1,886 per year for each youth in the State. Connecticut =
ranks 36th highest among the 50 states for the cost per youth of underage drinking.
Excluding pain and suffering from these costs, the direct costs of underage drinking

incurred through medical care and loss of work cost Connecticut $196 milfion each year.
(Pacific institute for Research and Evaluation {PIRE), October 2006.)

Since the 1970s, a growing international body of public health research has consistently
shown that even relatively small increases in alcohol availability lead to more
consumption and, in turn, to more negative consequences associated with underage
drinking (as well as with alcohoi abuse and alcohol-related fatalities).

venience” is not worth an increase in underage drinking. Sunday sales of alcoholic

beverages and expanded cold-beer sales would be more convenient for at-risk drinkers.

According to a 20004 World Health Organization report, most studies demonstrate that
drinking rates or harmful effects of drinking increase with increased sales times, and

decrease when they are shortened. (What are the most effective and cost-effective interventions in
alochol controi?” (World Health Organization, 2004.}

Adult binge drinkers make up only about 23 percent of the population, but consume 76
percent of the available alcohol; frequent binge drinkers represent only seven percent of

the population, but drink 45 percent of the available alcohol. (QuDP US Department of Justice
2002 National Survey on Drug Use and Healih.}

Forty percent of the American public does not drink at all. So making alcohol more
convenient enables the 25 percent of the American population who regularly drink
heavily (20 percent) and are addicted (5 percent) — the very ones who have the most

. potential to harm the public and themselves. (‘Drinking in America: Myths, Realities and Prevention

Policy,” QJJDP, 2005.)

Beer is the drink most commonly consumed by people stopped for alcohol-impaired
driving or involved in alcohol-related crashes. Eighty percent of drivers arrested for DWI
nationwide identified beer as their drink of choice. (beersoaksamerica.org).

“Convenience” is not worth an increase in at-risk drinking. Sunday sales of alcoholic

b

everages and expanded cold-beer sales would make drinking and driving more

convenient. “Convenience” is not worth an increase in alcohol-related crashes — and the

social and economic costs of those crashes.
A significant body of research, as reported by Alcoholpolicymd.com, has consistently
shown that, as availability of and access to alcohol increase through an increase in
alcohol outlets, so does the disintegration of a neighborhood’s economy and social
structure.
Many studies have established direct correlations between high alcohol availability and
increases in drunken driving, sexual assaulf, crime and violence. The relationship
between high crime/violence/underage drinking and alcohol-outlet density is statistically

significant regardless of socioeconomic and other demographic factors.
{(Alcohoipolicymd.com)

“Convenience” is not worth a decrease in a community’s quality of life or its residents’

community involvement.
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THE BOTTOM LINE:

The misuse of alcohol creates a signi'ﬁcant burden for individuals, families,
neighborhoods, city & state governments.

Building an economy around the “convenience” of alcohol is one economic-development
policy the State of Connecticut cannot afford.
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